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Studi ini bertujuan menguji pengaruh impulse buying tendency dalam
memoderasi hubungan antara discount price, in-store display dan sales
people pada pembelian impulsif. Secara khusus, studi ini menguji apakah
discount price, in-store display, sales people dan impulse buying tendency
merupakan variable yang penting dalam membentuk pembelian impulsif.
Data diperoleh melalui survei dengan melakukan penyebaran
kuesioner kepada responden. Sampel terdiri atas 110 konsumen MDS di
Hartono Lifestyle Mall yang melakukan pembelian impulsif. PLS digunakan
untuk menjelaskan hubungan antara variabel yang dihipotesiskan.
Hasil menunjukkan bahwa discount price berpengaruh signifikan pada
pembelian impulsif, in-store display berpengaruh signifikan pada pembelian
impulsif, sales people berpengaruh signifikan pada pembelian impulsif,
impulse buying tendency memperkuat hubungan antara discount price,
in-store display dan sales people pada pembelian impulsif. 
Dalam studi ini, keterbatasan dan implikasi penelitian juga di
diskusikan guna memberikan wawasan aspek teoritis, praktis,dan penelitian
lanjutan.
Kata kunci : discount price, in-store display, sales people, impulse buying
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ABSTRACT
"INFLUENCE DISCOUNT PRICE, IN-STORE DISPLAY AND SALES PEOPLE
TO THE PURCHASE IMPULSIF WITH IMPULSE BUYING TENDECY AS A
VARIABLE MODERATION"
(Study On Consumers MDS Hartono Lifestyle Mall)
AGUSTINA SETIYOWATI
F1214004
This study aims to test the influence of impulse buying tendency in
moderate the relationship between discount price, in-store display and sales
people on the impulse buying. Specifically, this study tests whether the
discount price, in-store display, sales people and impulse buying tendency is
an important variable in the form of impulse buying.
The Data obtained through the survey by doing the spread of the
questionnaire to the respondents. The sample consists of 110 customers MDS
in Hartono Lifestyle Mall that make impulse buying. PLS is used to explain the
relationship between the variables in the hypothesis.
The result shows that the discount price significant influence on the
impulse buying, in-store display a significant influence on the impulse buying,
sales people a significant influential on the impulse buying, impulse buying
tendency to strengthen the relationship between discount price, in-store display
and sales people on the impulse buying.
In this study, limitations and implications of the research also are
discussed in order to provide insights into the theoretical aspects, practical,and
further research.









“Siapa yang bersungguh-sungguh pasti akan berhasil”
Ada waktu untuk tertawa, untuk menangis, untuk bertahan saja.
Ada waktu untuk menunggu, untuk percaya
Bahwa semua akan indah pada waktunya
( Ivan Handoyo –Indah Pada Waktunya )
“Live the life you love, Love the life you live”
( Bob Marley )
Some beautiful paths can’t be discovered without getting lost.
(  Erol Ozan )
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